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BAB V 
Conclusion and Suggestion 
 
5.1  Conclusion 
Based on the results of conducted hypothesis testing, it can be 
concluded as follows:  
1. Variable Endorser Credibility effect on Brand Equity. Thus, in 
accordance with the initial hypothesis (H1) which states 
Endorser Credibility effect on Brand Equity (H1 accepted).  
2. Endorser Credibility affects Self-Brand Connection. Thus, in 
accordance with the initial hypothesis (H2) which states 
Endorser Credibility significant effect on Self-Brand Connection 
(H2 accepted).  
5.2. Suggestion 
Based on result of conclusion analysis, hence can be given 
suggestion as follows:  
1. Brand Equity variable is influenced by independent variable of 
less than 60%, this means the influence of determination 
between independent variables to dependent variable at moderate 
level. Marketing management needs to pay attention to other 
factors that affect brand equity beyond the endorser credibility 
such as focusing on product quality, product design and price. 
Also Self-Brand Connection is influenced by endorser credibility 
that still have moderate determination.  
2. Endorser credibility variable affects Brand Equity and Self-
Brand Connection, it becomes the attention of management to 
start paying attention to the promotion strategy by using endorser 
in order to more interesting society. Of course the endorser who 
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has the achievement and good name that is widely known by the 
public in order to warm the name / Brand VIVO Smartphone. 
3. VIVO need to evaluate Agnes Monica’s trustworthiness and 
making an improvement action to make more consumer believe 
on Agnes Monica impression about VIVO. Such as, 
Demonstration of product feature directly by Agnes Monica 
especially the advantage feature compare to competitors and 
make a good impression to convice more consumer to believe.  
5.3. Limitation 
This research can still be developed by looking at the 
limitations of this research can be used as a revision for further 
research. Limitations of the following research are independent 
variables used in the study using only one variable. Where based on 
the results of research into these three variables provide a moderate R-
Square value so there are still other factors or variables that can affect 
Brand Equity and self-brand connection. Another limitation is the 
number of research samples that are too small. 
5.4. Future Study 
Adding research variables like other promotion mix such as promotion with 
mass communication, advertising, collaboration strategy with provider and 
so on. Increase the number of samples is too small then categorize research 
specifically on each class or as an example of society in some segments of 
social status as well as by giving the open question as well as factors 
affecting Brand Equity and Self-Brand Connection so that it can be 
analyzed in more depth and or use qualitative design with in-depth 
interview. 
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